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Abstract
The paper is concerned with a linguistic analysis of the blurbs, used in
advertising English and Arabic novels. A blurb is an advertising persuasive text,
written on the back cover of a book. Blurbs of selected novels are chosen as
representative examples. The selected blurbs belong to two languages, Arabic and
English. The paper aims at studying the linguistic features that are characteristic of
blurbs as advertising texts and making a sort of comparison between English blurbs
and Arabic ones. A linguistic analysis on four levels is presented. Blurbs are tackled
from the point of view of four linguistic disciplines that are phonology, syntax,
semantics and discourse analysis. A reference is made to the linguistic features of
the register of advertising, in general, not only blurbs for the sake of comparison.
The paper reaches the following conclusions: blurbs of novels are classified as
advertising texts, as they adhere to the linguistic strategies of persuasion; blurbs'
abundant use of superlative constructions and long sentences but rare use of
colloquial vocabulary items are points which differentiate blurbs from other
advertising texts; and English and Arabic blurbs use the same persuasive strategies,
like use of complimentary words, meaning manipulation, repetition … etc.

Key Words: advertising texts, blurb, novel, English, Arabic.
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1. Introduction
A blurb is a brief piece of writing, used in advertising a book in any
field of knowledge. The classical example is the quotation that is written on
the cover of a bestselling novel which reads “absolutely thrilling.” In this
way, blurbs are designed to arouse interest in the book (the novel in this
example) and attract the audience's attention to works of people who have
just begun their ways in their fields.
Throughout the paper, the word "blurb" is used to refer to a text,
advertising a novel (Arabic or English).What is striking about a blurb is its
effective, persuasive and advertising language that needs to be studied
through the application of the scientific methods of linguistics. Linguistically
speaking, the persuasive language of blurbs can be attributed to the use of
sound effects, careful choice of the words, the way of relating the words to
each other to build sentences and the way of linking the sentences to form
coherent texts. A blurb has a high proportion of complimentary words and
phrases. These are what Verdonk (2002:8) calls loaded vocabulary choices
whose function is to persuade the reader of the work's excellence.
Concerning the sentences, most of them use what is called by Verdonk (ibid:
9) the forceful or the additive style inside sentences. As a result, the careful
choice of the words and the way of building the sentences make the language
of blurbs persuasive and the idea of the writer convincing. Concerning the
super-sentence level, sentences are linked to each other in a way that makes
the blurb a list of assertive statements that cannot be refuted. This is because
there is no use of sentence linkers that structure an argument between each
sentence and the sentences before and after it (ibid.).
In the next pages, a linguistic analysis of blurbs from the viewpoint of
four levels is presented. These levels are phonology, syntax, semantics and
discourse analysis.

54

Journal of the College of Languages

issue (33)

2. Phonological Account
The use of sound effects in advertising texts is not random, but they are used
in a way that makes the language of such texts memorable. Consequently, stressed
and unstressed syllables are patterned in a way that creates rhythm and
phonemes in a way that creates rhyme, alliteration, assonance and other sound
effects (Cook, 1994: 163). The aesthetic effect of these devices can help
embedding the advertising message deep in the psyche of the audience.

As far as blurbs are concerned, use of sound effects is a characteristic feature.
It can be exemplified in Arabic and English blurbs.
Alliteration is exemplified in:
presently professor of English at Cornell university(Tess of the d' Urbervilles by
Thomas Hardy, 1965)

There is alliteration, as there is repetition of the /p/ sound in the two successive
words ''presently professor.''

ٌغفح
 ايفٚ وش
ح اٌّصمٍح تايف٠اٖ اٌفىش٠ سإٚ ... .) )2009 , تذسٍٍٟيىك اىشٍاه ٌؼ

The Arabic 'fa'a' sound appears in two successive words, so the extract exemplifies
use of alliteration in Arabic blurbs.

Examples of assonance are:
'' … maneuvering and surprising turns of evidence and at the same time a mystery,
sometimes altogether richer and deeper ''(Snow Falling on Cedars David Guterson,
1995)
The two words ''richer and deeper'' exemplify assonance, as they end with the
same sound.
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)1990 ,ٞٛعٌّٛ اٌُ اء (اوذاس اىقصة ٌّؽغٓ اٚ ْ اٌغُاءٛ وٌٝء اٚذٙ اٌذستح اٌّرعذدج اٌّرغٍٍح ت...
exemplify use of assonance, as they end with the same sound.  اٌغّاءٚ اٌّاء

Rhyming words can, also, be found in blurbs, like ''. …of ripe strawberries
_memories of a charmed love affair.''(Snow Falling on Cedars by David Guterson,
1995)

ٌٛ ٚ ... ح٠إٌٙ اٌٝح ا٠ا ِٓ اٌثذاٍٙ عٕزوش٘ا و,ح٠اٛك اٌغ٠ طشٟف عاس ف١ وٚ ح٠ف تذأخ اٌؽىا١ عٕزوش وٚ
)1970 ,ٞذ١د عٍّاْ اٌؼثٚ(حذيث اىشيخ ٌذا.ا اٌثشش ٌىأد ػثشج ٌّٓ اػرثشٙ١ٍاطٍغ ػ

3. Syntactic Account
Under this heading, some remarkable linguistic phenomena are tackled.

3.1 Ellipsis of Sentence Elements
Omission of essential sentence elements, like the verb and the subject can be
seen in advertising texts. It is employed for two reasons: making the advertising
text memorable and involving the reader in recovering the elided linguistic
elements. Concerning the use of ellipsis in blurbs, Gea Valor (2005: 56) comments
that blurbs make use of elliptical syntactic patterns, especially minor sentences
(sentences with no verb), in order to attract the reader's attention, imitate real
speech, establish proximity with the audience and give an allusion of shared
knowledge and history (ibid.). ''Luminous … (dots in the original) a beautifully
assured and full-bodied novel'' (Snow Falling on Cedars by David Guterson, 1995)
is an extract from an English blurb in which ellipsis of 'verb to be' is exemplified. In
Arabic blurbs, this phenomenon cannot be detected, as the Arabic language does
have an equivalent of 'verb to be.'
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Another characteristic elliptical pattern of English blurbs is subject deletion (the
book, the story, the author). This can be exemplified in ''… (dots in the original) a
political document of the first importance'' (A Passage to India E. M. Foster, 1952),
where the dots indicate the elided subject.

3.2 Types and forms of Sentences
With regard to the simplicity or complexity of the sentences used in advertising
texts, simple and short sentences are preferred, as readers lose interest in reading
complex sentences(Mirabela and Ariana, 2010: 185). On the contrast, blurbs of
novels use complex, compound and long sentences, and this is exemplified in the
extract from the English blurb:
Jean Rhys's reputation was made upon the publication of this passionate and
heartbreaking novel, in which she brings into the light one of the fiction's most
mysterious characters: the mad woman in the attic from Charlotte Bronte's Jane
Eyre (Wide Sargasso Sea by Jean Rhys, 1966).

The Arabic blurb exemplifies the use of long sentences: ٟاء فٛض ع١ّ تاٌغ اٌرٟائٚ تذس سٍٟػ
ٚمح ِا أ١اً ػٓ ؼم١ػٛػِٛ ًا تؽصاٙطفٛح ت٠اُٚ اٌشٙ فٍٝ إٌؽاؼٗ ػٚ ح٠اٚذج ٌٍش٠ فرػ آفاق ظذٍٝلذسذٗ ػ
)2009 , تذسٍٟ (ٍيىك اىشٍاه ٌؼ. ظا٘شج داٌحٚح أ١شخظ

Concerning the form of sentences, Woods (2006: 26-28) comments that
imperative sentences are widely used in advertising texts. The underlying meaning
of all the advertising texts is "buy this product", and the use of an imperative
sentence form reinforces the underlying message. Interrogative sentences or
questions are other syntactic constructions, favored in advertising texts. They are
described as rhetorical questions, as they are not expected to receive an answer.
Like the imperatives, interrogatives are employed for specific effects (ibid.).

In the case of blurbs, Gea Valor (2005: 56) admits that by means of the
imperative, the persuasive function of the blurb becomes clear since it is used to
address the potential buyer directly. He adds that the imperative form is
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understood as an invitation or recommendation, not as a command or an
imposition (ibid.). Use of imperative sentence forms is exemplified in:
.Steel yourself for a gripping tale of obsession, madness and fear( Land of the
Living, by Nicci French, 2008) (cited in Gea Valor, ibid.).

اخ لادِح (تْفغج ٍنْىُ ٌّؽّذ اؼّذٕٛ اٌعذي ٌغٚ ٖشج ٌالٔرثا١ا عرظً ِصٙٔح تؽة فإ٠اٚا ٘زٖ اٌشٚالشأ
)2001,ٍٟاٌؼ

Similarly, rhetorical questions are employed for an effect. According to Brierley
(1995) (cited in Gea Valor, 2005: 60), rhetorical questions, containing key elements
of the plot or argument are used for arousing the curiosity of the readers and
involving them (ibid.). In the data of the study, the use of rhetorical questions is
exemplified in an Arabic blurb:
ذ اٌغشاتح٠ تاٌىٍّاخ طٍغّأًا شذٟ ذشذمٟح اٌر١ش اٌمظح اٌز٘ث١؟ أَ أٗ أعٍّٝس عٌٛٙح ا١ٕ ً٘ عؽشذٗ ظٜذش
)1990 ,ٞٛعٌّٛذ؟ (اوذاس اىقصة ٌّؽغٓ ا١ اٌرؼمٚ
In addition to what is mentioned, imperative and interrogative sentences fulfill
another function that is they are linguistic means of creating a friendly relationship
with readers, and this is one of the persuasive strategies, giving the impression
that the advertiser is a friend who seeks the interest of his audience and tells them
to buy the product or the novel for their own benefit.

3.3 Use of Additive Style
According to Verdonk (2002: 9), blurbs employ a persuasive device that is
called the additive or the forceful style inside sentences. He defines this linguistic
term as the use of coordinating conjunctions like "and" and "or'' and commas
inside sentences, commenting that when items are listed and linked by a comma
or a coordinating conjunction, the result is a persuasive effect. This is because the
separate elements are more highlighted, and, consequently, the idea of the writer
is reinforced (ibid.).
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Blurbs exemplify use of additive style as in the following extracts:
Jean Rhys's reputation was made upon the publication of this passionate and
heartbreaking novel... A sensual and protected young woman…grows up… She is
sold to the coldhearted and prideful (Wide Sargasso Sea by Jean Rhys, 1966).
The use of conjunctions in the Arabic blurb is exemplified in the extract:  تذسٍٟػ
 ظا٘شجٚمح ِا أ١ ػٓ ؼم... ٍٝ إٌؽاؼٗ ػٚ ح٠اٚذج ٌٍش٠ فرػ آفاق ظذٍٝ لذسذٗ ػٟاء فٛض ع١ّ تاٌغ اٌرٟائٚس
)2009 , تذسٍٟ (ٍيىك اىشٍاه ٌؼ. وراترٗ اٌّش٘فحٚ ذ٠ تذس اٌفشٍٟاخ ػ٠اٚ ػاٌُ سٟٕ ٌمذ شال...داٌح
Not only ''and, ٚ" are used but also ''or,ٚ أ,َ أ."
men and women still … remain separate in different rooms, different houses or
even different worlds (cited in Verdonk, 2002: 9).

ٗاذ٠اٚ ٌمذ ٌفرد سٚ . ظا٘شج داٌحٚح أ١ شخظٚمح ِا أ١اً ػٓ ؼم١م١ا تؽصاً ؼمٙطفٛح ت٠اُٚ اٌشٙ فٍٝ إٌؽاؼٗ ػٚ
)2009, تذسٍٟ( ٍيىك اىشٍاه ٌؼ.اٙػٛػّٛا أَ تٙر١ٕاء ترمٛا عٙ١ٌاالٔرثاٖ ا

Use of commas is exemplified in the following extracts:
Hemingway wrote in short, declarative sentences and was known for his tough,
terse prose ( A Farewell to Arms by Ernest Hemingway, 1957).
ٍٟ اٌّرع, ٓ اٌمظة١ تٟ اٌّرخف, ف ٌٍشّظٛس اٌّىشٌٛٙ ػاٌُ اٍٝطً ػ٠ ِٞشٛز عٚسِٛ ٍٝؼاً ػ٠ً أ١ٌرؽ
)1990 ,ٞٛعٌّٛ (اوذاس اىقصة ٌّؽغٓ ا. فه االٌغاصّٟح ف٠ٌٍذستح اٌمذ

4. Semantic Account
Under this heading, certain semantic phenomena are tackled.

4.1 Use of Descriptive Words
Woods (2006:20-22) says that descriptive words are heavily used in
advertising texts in order to emphasise the uniqueness of the product. For this
reason, these texts contain a high proportion of adjectives and adverbs. Adjectives,
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like new, beautiful, better, free, good, great, clean and light are used to build
multiple layers of description, and they are employed by advertisers to make their
promotions stand out. Adverbs, like smoothly and softly embellish or strengthen
the status, described by the verb (ibid.).

What is special to use of adjectives in Arabic advertising texts is use of what
Dyer (1982:150) (cited in Gully, 1997: 3) calls adjectival compounds, like ًٙع
أح١ً اٌظٙ ع,ْتاًٚ اٌزٙ ع,َاالعرخذا, whose function is to give uniqueness, vigor and
impact to the advertising message (ibid: 2-3).

Concerning the use of descriptive words in blurbs, Verdonk (2002: 8) says that
in blurbs, there is an intensive use of adjectives and adverbs. The same view is held
by Gea Valor (2005: 52) who comments that adverbs and positive evaluative
adjectives are abundantly used to praise the book and the author. This opinion is
reflected in the data of the analysis. In the English blurb of Wide Sargasso Sea by
Jean Rhys (1966), there is a use of the adjectives 'passionate and heartbreaking' to
describe the novel; the adjectives 'mysterious and mad' describe the central
character of the novel. Other adjectives, like sensual, protected, young, excessive,
nihilistic, stylistic, moody, formal, memorable and hallucinatory are used in the
same blurb.

The Arabic blurb of )2009( تذسٍٟ ٍيىك اىشٍاه ٌؼuses the adjectival construction" "
ض١١ّ تاٌغ اٌرto describe the novelist.  اٌفٍغفحٚ  اٌّصمٍح تاٌفىش, اٌّش٘فحdescribe the novelist's
style of writing. His characters are described as' ح فادؼح اٌصشاء١ٔ'إٔغا. Other adjectives
and adjectival constructions, like ,ٞ اٌغشد,  داٌح,ًا١ػٛػِٛ ,ذج٠ ظذ, ػاس,لحٛ ِش,ح١فٍغف
ًما١ّ ػ,ح اٌخاللح٠اسٛ اٌؽare other examples of descriptive words in the same Arabic
blurb. The two blurbs reflect the use of complimentary words by using descriptive
words to praise the novelist and his style of writing. The characters of the novels
are described in a way that arouses the curiosity of the reader to know more about
them.
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4.2 Use of Words for Comparison
Goddard (2001: 103-104) says that advertisers tend to use comparative
construction in order to compare their products with other ones. Use of
comparative constructions can be exemplified in Arabic and English advertising
texts: ‘X washes whiter than Y’ and " ًاػا١غغً أوصش ت٠ "داص

Concerning the use of comparative construction in blurbs, it can be said that
comparative constructions are rare in blurbs, as only one example is found in the
data of analysis "maneuvering and surprising turns of evidence and at the same
time a mystery, sometimes altogether richer and deeper."(Snow Falling on Cedars
by David Guterson, 1995) Instead, superlative constructions are abundantly used.
Gea Valor (2005: 52) says that superlative constructions are used in blurbs in
praising the book and its author. This can be exemplified in:

William Golding's first novel … one of the most celebrated and widely read works
of modern fiction. (Lord of the Flies by William Golding, 1987)
إٙاذ٠ٛ ذىّٝ اعٚ اٙاذ١ٍ ذعٝ اسلٟ ِغاساخ اٌعّاػح فٟ وّا ف,اج اٌفشد١ ؼٟ ٌؽظح ٌرفعش فٍٝمثغ ػ٠ غٚس
)2000,ٞ(مراب ياعَيِ ٌشاوش االٔثاس

Gea Valor (2005:54) says that the force of the superlative in English may be
toned down by means of the modal adverb 'probably' or the construction 'one of+
superlative. According to Díez Arroyo (1998: 248) (cited in ibid.), blurbers use this
method in order to convey modesty and gain believability from the audience
(ibid.). The following extract exemplifies what is said:
Publication of The Sun Also Rises and A Farewell to Arms immediately established
Ernest Hemingway as one of the greatest literary lights of the twentieth century (A
Farewell to Arms by Ernest Hemingway, 1957).
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4.3 Use of Synonymous Words
Aitchison (1999: 146) states that one of characteristics of the advertising
language is that important words are backed up with near synonyms, like earthy,
primitive; cool, refreshing; wholesome, natural (ibid.).

Gully (1997: 26) notices that Arabic advertising texts employ the technique of
using partially synonymous and similarly sounding nouns that are placed
approximately: ك ٌىً افشاد االعشج٠ طذٚ ك١ش سف١(خibid.).
As a conclusion, the English and Arabic marketing or advertising texts use the same
strategy of listing synonymous terms in order to emphasise the quality of the
advertised product.

English and Arabic blurbs reflect the use of synonymy:

Antoinette Cosway grows up in the lush, the natural world. (Wide Sargasso Sea by
Jean Rhys, 1999)

(ٍيىك اىشٍاه.مح١ اٌؽمٚ ٌُ٘ٛٓ ا١ تٚ الغٌٛ اٚ ٍُٓ اٌؽ١ اٌؽافح اٌفاطٍح تٍٝ وٍٗ ػٞػغ اٌىاذة اٌؼاٌُ اٌغشدٚ
)2009 , تذسٍٟػ
ٌُ٘ٛ اٚ ٍُ اٌؽare synonymous terms, and the same is true of مح١ اٌؽمٚ الغٌٛا.

4.4 Use of Contradictory Words
Woods (2006: 18) refers to two advertising texts that read ‘freshly frozen peas’
and ‘freshly frozen chickens'? The two texts have the contradictory terms 'fresh
and frozen'. Verdonk (2002:9) sheds light on the use of contradictory terms or
juxtaposition in blurbs, arguing that juxtaposition is employed for making the
elements of a phrase prominent. 'Characters who touch us deeply, evoking terror
and laughter' is an example in which 'terror' and 'laughter' are juxtaposed (ibid.).
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Davis (1994) (cited in Marciulioniene, 2005:64-65) uses the term 'sets of
oppositions' to refer to two contrasting or contradictory terms, used together in
blurbs. For Davis(1994), these oppositions reveal the versatility of the author and
imply the novel's universality and its possible attractiveness to a wide range of
readers. Through analysis, Marciulioniene(ibid.) distinguishes eight categories of
the sets of oppositions: oppositions of positive and negative, like good and evil;
oppositions of reason and sense, like the mind and heart; oppositions of 'now and
then, like the old and the new world; oppositions of inside and outside, like the
outward conflict is a mirror for a man's conflict with himself; opposition of male
and female, like men and women; oppositions of single and multiple, like nations
and the individual; oppositions of path and goal, like although Ulysses is difficult, it
is rewarding; oppositions of 4 natural elements, like land and sea. Through the
analysis of the data, the researcher provides these examples:

A story of love and pain, of loyalty and desertion, A Farewell to Arms. 'Love and
pain', 'loyalty and desertion' are oppositions of positive and negative. (A Farewell
to Arms by Ernest Hemingway, 1957)
ٍٝطً ػ٠ ِٞشٛز عٚسِٛ ٍٝؼاً ػ٠ً ا١ ٌرؽ, ٌٍرؽشسٝغؼ٠ ٞسط اٌزٌٍٕٛ ٜ اخشٍٝح اٌّرٓ ػ٠ ؼىاٟٕ ذٕثٚ
 اٌذستح اٌّرعذدج, فه االٌغاصّٟح ف٠ ٌٍذستح اٌمذٍٟ اٌّرع,ٓ اٌمظة١ تٟ اٌّرخف,ف ٌٍشّظٛس اٌّىشٌٛٙػاٌُ ا
ِٓ  ؼشوح ِغرّشجٟح ف٠ اٌؽىإٝح ٌرثم٠اٌّذٚ سٌٛٙ ا, اٌغّاءٚ ْ اٌّاءٛ وٌٝء اٚذٙ اٌّؼشفح اٌّرغٍٍح تٟف
)1990 ,ٞٛعٌّٛ (اوذاس اىقصة ٌّؽغٓ ا. االٔفشاضٚ االشرثان
ٟ اٌّرخفٚ فٛ اٌّىشis an opposition of 'inside and outside.'
 اٌّرعذدجٚ ّح٠ اٌمذis an opposition of 'now and then.'
 اٌغّاءٚ  اٌّاءis an opposition of '4 natural elements.'
 االٔفشاضٚ  االشرثانis an opposition of 'goal and path.'

4.5 Use of Idioms and Collocations

Bruthiaux (1996, 98) argues that idioms appear to be inserted in advertising
texts not for specifying verifiable circumstances but for a desire to appeal
subjectively to a shared context (ibid.). Concerning the use of colloquial idiomatic
expressions, this can be seen in the Arabic advertising texts. The study of Gully
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(1997: 20-21) highlights this issue. He argues that Arab advertisers use idiomatic
expressions from the colloquial Arabic in order to enter the daily world of the
audience. Another reason is that colloquial idiomatic expressions are loaded with
meanings that words of the standard Arabic may not convey (ibid.). Use of idioms
in blurbs is exemplified in:

E. M. Foster, at any rate, detected a peculiar symmetry in the novel. (The
Ambassadors by Ernest Hemingway, 1973)
ٓ٠ أٗ ِٓ ظٍّح اٌغثؼح اٌزٚ سعٌٛٗ ِصاي ا١ فٜش٠ ساقٌٛ اٌؽغٓ اٛخ أت١ واْ اٌش... لظح شاب ػاتذ صا٘ذ
)1970 ,ٞذ١د عٍّاْ اٌؼثٚ(حذيث اىشيخ ٌذا.ٍَٗ ال ظً إال ظٛ٠ ٍُٗ اهلل ذؽد ظٍٙظ٠

Use of colloquial idioms may not be found in blurbs, as no example in the data of
the analysis reflects the use of such idioms.
Brauthix (1996: 93-112) distinguishes two types of collocation that are lexical
and structural collocation. First, he introduces the term lexical collocation that can
be defined as recurring combinations of content words such as nouns, adjectives,
verbs, and adverbs, normally containing no prepositions, infinitives, or clauses
(Benson,Benson, & Ilson, 1986) (cited in ibid: 97). Examples of lexical collocations
are 'sparklingly clean' (used in an ad for apartment) and 'lose weight and earn
money'(used in an ad for job). Structural collocation in advertising texts is
exemplified in the structural necessity of collocating definite and indefinite articles
with nouns (ibid.).

Concerning the use of collocation in blurbs, Marciulioniene (2005: 65- 66) says
that the collocation of the adjective ''new'' with nouns is prevalent in blurbs (ibid.).
The analysis of the data provides the following examples:

A Farewell to Arms, written when he was 30 years old, represents a new
romanticism for Hemingway. (A Farewell to Arms by Ernest Hemingway, 1957)

64

Journal of the College of Languages

issue (33)

,ٟ (االشجاس و اىشيح ٌؼثذ اٌشصاق اٌّطٍث.ٟ اٌؼشالٟائٚ اٌشٟٕ اٌّؼّاس اٌفٟذج ف٠ا الشجاس و اىشيح ذعشتح ظذ
)1971
Uniqueness expressions can also collocate with the nouns in blurbs. A majority
of these collocations, nearly 70% of them, are adjectives. Adjectives such as
original, unique and unequalled indicate uniqueness. Less frequently used
adjectives are the following: exceptional, incomparable, different, matchless,
unmatched, unlike, and unusual. Examples are provided by the following extracts:

''Singer writes with a love and passion unequalled in contemporary fiction.'' ''Jane
Bowles is an absolutely original literary voice — there is no other writer like her.''
''Six strange tales each stamped by the unique storytelling hallmark of its famous
author'' Marciulioniene (2005: 66). Equivalents of such expressions can be
detected in Arabic blurbs:
.ٓ١١ ِٓ لثً إٌماد اٌؼشالٞاد١ش اػر١غ
ً أشاسخ أرثا٘اٌٝٚ األٟؼ١ح اٌشت٠اٚدج سٛػٕذِا أطذسخ داس اٌؼ
)1974,ٟؼ١ذ اٌشت١(االّهاس ٌؼثذ اٌشؼّٓ ِع
)2009 , تذسٍٟذ (ٍيىك اىشٍاه ٌؼ٠ تذس) اٌفشٍٟاخ ػ٠اٚ (ػاٌُ سٌٟٕمذ شال

It can be seen that adjectives are the main encoders of the descriptive
evaluation in blurbs, and the highly value-added language of blurbs is marked by
use of adjectives.

Concerning structural collocation, the paper is concerned only with examining
the collocation of the definite article with nouns that refer to the novel or the
novelist, like author, writer, novel… etc. Such a use of the article has a special
importance, as it emphasises the presupposition that the novelist or his novel has
already been famous. This is exemplified in the following extracts:
E. M. Foster, at any rate, detected a peculiar symmetry in the novel. (The
Ambassadors by Ernest Hemingway, 1973)
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ٓ ٌىٚ ... سِضٌٝي اٌّالؼمح اٛح ذرؽ٠اٚ ٘زٖ اٌشٟ ف... ٟٔشاالٔغا١ح ٔعذ اٌثؽس ػٓ اٌّظ٠اٚ ٘زٖ اٌشٟف
.)1971 ,ح (ذيل اىشَظ مْد احثها ٌؼثذ اٌغراس ٔاطش٠اٚ ٘زٖ اٌشٟلف فٌِّٛشىٍح ا

5. Discoursal Account
Under this account, light is shed on certain discoursal notions.

5.1 The Notion of Power
Fairclough (1994) (cited in Gea Valor, 2005: 61) clarifies what is meant by the
notion of power in the advertising language, saying that advertisers exercise power
over their audience in that they can determine what is included and excluded and
how events are represented in the advertising text. In the case of blurbs,
publishers seek to send only one message to the reader that is the novel has many
qualities, and the author is a good writer. For this reason, blurbers expose their
readers to positive evaluation of the novel, and they do not quote negative
criticism (ibid.).

5.2 The Notion of Manipulation
The notion of manipulation can refer to meaning manipulation, and it is a key
term in any discussion of the advertising register. Examples of meaning
manipulation can be seen in the figurative use of language, like simile, metaphor,
metonymy…etc.

Simile is exemplified in: For on San Piedro, memory grows as thickly as cedar trees.
(Snow Falling on Cedars by David Guterson, 1995)
Memory is compared to cedar trees by using 'as'
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اٙ ِٓ أؼىاعاذٚ ًطح تاٌثط١اء اٌّؽ١الف ٌالشِٛ ِٓ ًرشى٠ ٟٔش االٔغا١ح ٔعذ اٌثؽس ػٓ اٌّظ٠اٚ ٘زٖ اٌشٟف
ض١ّ٠  اْ أتشص ِا... َُ ٍِغِّٛٙ ٌُا ِالؼمح ٌؼاٙٔ وؤٚ ح١ اٌخاسظٚ ح١ٍٗ ِّاذظٕغ اٌّالؼمح اٌذاخ١ح ف١ٍاٌذاخ
.ا ذرذفك وشالي ِغرُ س داخً تؽشٔاٙٔ أٛ٘ ح٠اٚ٘زٖ اٌش
(ذيل
.)1971 ,اىشَظ مْد احثها ٌؼثذ اٌغراس ٔاطش
Use of ْ وؤand ٗ١ واف اٌرشثare examples of simile.

Like other advertising texts, blurbs use metaphors as in the extracts:
Miss Rhys has us traveling under Antoinette's skin. It is an eerie and memorable
trip. (Wide Sargasso Sea by Jean Rhys, 1966)
In this extract, the novelist's portrayal of the character is compared to traveling.
ٚ ٟغ خالطاً ِٓ اؼرمأاخ اٌّاػٛٗ اٌث١ظثػ ف٠  ِشذفغٍْٝ ػٌٚذٛ٠ صٛ تشخٍٝ ؼث... ح٠اٚ٘زٖ اٌش
)1987,ٞذِٙ ِٟ(صعىدا اىى عيحاُ ٌغا.ٗذشاوّاذ
The metaphor can be found in the comparison of the novel to a pregnant woman.

Blurbs contain instances of metonymy, as in the extracts:
َٛ٠ ٟرؽذز ِغ اِشأج ف٠ ٟٔ ٌٓ اعّغ ٌغأٟ اٌذائُ تؤٞرصاءب ػٓ غفٍح ؼذلد تؤفىاس٠ ٍٗ ظؼٚ ٍٟ ظًٍ خعٚ
)2002 , ٌفرحٍٟ (اىيىً االخيش ىنراتح اىفشدوط ٌؼ.ِا
The Arabic extract of the blurb is written by the novelist himself and not by a critic
or publisher. He chooses his tongue to stand for his personal figure.
Manipulation is not limited to level of meaning, but it extends to the level of
discourse. Verdonk (2002: 9) refers to a way of manipulating the level of discourse
in blurbs. He argues that blurbs have no sentence linkers, like 'therefore,' 'because'
and 'seeing that,' as these linkers normally structure an argument; on the other
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hand, the absence of linkers makes blurbs a mere list of assertive statements that
are difficult to defeat (ibid.). This is exemplified in English and Arabic blurbs:

Ernest Hemingway did more to change the style of English prose than any other
writer in the twentieth century, and for his efforts he was awarded the Noble Prize
for Literature in 1954. Hemingway wrote in short, declarative sentences and was
known for his tough, terse prose. Publication of The Sun Also Rises and A Farewell
to Arms immediately established Ernest Hemingway as one of the greatest literary
lights of the twentieth century. (A Farewell to Arms by Ernest Hemingway, 1957)
In this extract, no sentence linker is used to link the one of the three sentences
with a sentence before or after it.
In Arabic blurbs, there is no use of زا اٌغثةٌٙ , ٌزٌهwhich are the sentence linkers in
the Arabic language. The extract exemplifies what is said:
ط١اج ٔغ١ّا ػٓ اٌؽٙثشلؼ٠  وآتحٚ ٌُ شّح أٚ مح١ّف ظشاغ ػ٠فٗ اٌال٘صح شّح ٔضٚ ؼشٚ  وٍّاخ خاٌذٟإٕٔا ٔعذ ف
ٓثؽس ػ٠ ًاٙ أفشاؼٗ ذائٚ ٗٔثٕا اٌشاب ؼاِالً أؼضا٠ٕا اد١ٍطً ػ٠ ٛٓ ٘زا اٌع١ تٚ . اؼغاطٚ ٗ سلح١وً ِا ف
ٚ شعُ ِٓ ظالي٠ شعُ ٌٕا ِا٠  ٘زٖ اٌؽايٟ فٛ٘ ٚ ٝ االعٚ ٕٝب اٌؼٚىرٗ دسٙٔذ٘ا ِرؼثاً ا٠ش٠ ٟاج اٌر١اٌؽ
,ٍٟ (عيْاُ تال ىىُ خاٌذ اٌؽ.ػحٚ سٚ ح٠ٛ١ً ؼ١ح ٔاتؼح ذغ١سق ؼٌٛ اٍٝا٘ا ػ٠اْ ِفعشاً وٍّاذٗ ِثؼصشاً إٌٛأ
)1964

5.3 The Notion of Persuasion
The account on persuasion entails shedding light on the use of repetition:
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5.3.1 Use of Repetition
Repetition is the frequent mention of the product, and it can be considered as
the first law of persuasion and an effective technique that is characteristic of all
advertising texts. In this way, repetition may increase the probability of buying the
product (Brown, 1967: 333-339).

Repetition is at work in blurbs when the blurber repeats the name of the
novelist or his novel throughout the blurb. This is true of the blurbs of Wide
Sargasso Sea by Jean Rhys (1999) and  اىَغاٍيشby Kadoom Areebi Al-Abood (2003),
respectively.
Jean Rhys's reputation was made upon the publication of this passionate and
heartbreaking novel… In this bestselling novel Rhys portrays a society so driven by
hatred… Miss Rhys has us traveling under Antoinette's skin… Norton now has all of
Jean Rhys's fiction.

The blurb of  اىَغاٍيشby Kadoom Areebi Al-Abood (2003) repeats the name of the
novel many times.
ٟش ذذق ف١ِ ِغاٌٝح ػٕذٖ ا١ِد٢ٖ اٛظٌٌٛد وً اٛ لذ ذؽٚ...ًفؼ٠  ِاراٞذس٠ ش١ِ اٌّغاٟىٓ أؼّذ ف٠ ٌُ
ِٓ ش" ذشىً ػشتا١ِح "اٌّغا٠اٚ س...يٛٙش ِغ اٌّع٠رؼا٠ ًا٠ىٓ تطالً فشد٠ ٌُ ش١ِ اٌّغاٟ أؼّذ ف...ٗظّعّر
.ٗ ظّعّرٟش ظٍد ذذق ف١ِؽمك أؼالِٗ ألْ اٌّغا٠ ْغ أ١غرط٠ ٌُ ٕٗ ٌى...ؤط١ٌٍ ح اٌّؼادٌح١ائٚاٌىراتح اٌش
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6. Conclusions
1. Blurbs of novels can seem on the border between literature and
advertisements. However, they are classified as advertising texts, as they
adhere to the linguistic strategies of power, manipulation and persuasion.

2. There are similarities and differences between blurbs and other advertising
texts. Blurbs are similar to other advertising texts in the use of sound effects,
ellipsis of some sentence elements, imperative and interrogative sentences,
coordinating conjunctions inside sentences, use of descriptive complimentary
words, synonymous terms, contradictory words, idioms and collocations,
power, manipulation and persuasion strategies. More than two examples of
each are found in the data.

3. Blurbs differ from other advertising texts in that they do not normally
contain short and simple sentences, superlative constructions and informal
idiomatic expressions. Instead, blurbs use long and complex sentences, and
make an extensive use of superlative constructions and formal idiomatic
expressions.
4. From an analysis, extending on four linguistic levels, it can be concluded that
Arab and English writers of blurbs use the same strategies of advertising, like the
use of descriptive words, language manipulation…etc. This can be attributed to the
fact that blurbs in both of the languages have the same advertising intention.
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خصائص االعالُ في اىْثز اىرعشيفيح ىشواياخ عشتيح واّنييضيح
االعرار اىذمرىس سياض خييو اتشاهيٌ
فىص داود عيَاُ
اىخالصح
ػُٕ ٟاٌثؽس تإظشاء ذؽٌٍ ً١غٌٍٕ ٞٛثز اٌرؼش٠ف١ح اٌر ٟذؽرً غالف اٌشٚا٠ح اٌخٍف ٚ ٟذُؼشف إٌثز اٌرؼش٠ف١ح ػٍ ٝإٔٙا
ٔظٛص اػالٔ١ح ذمذَ اٌىرة اٌ ٝلشائٙا .اْ ٘زٖ إٌظٛص لذ ذؽرً اٌغالف اٌخٍف ٟال ٞوراب ٌىٓ اٌثؽس ا٘رُ
ؼظشاً تذساعح إٌظٛص االػالٔ١ح اٌر ٟذشٚض ٌٍشٚا٠اخ اٌؼشت١ح ٚاالٔىٍ١ض٠حٙ٠ .ذف اٌثؽس اٌ ٝدساعح اٌخظائض
اٌٍغ٠ٛح اٌر ٟذّ١ض إٌثز اٌرؼش٠ف١ح ػٓ غ١ش٘ا ِٓ إٌظٛص االػالٔ١ح ٚوزٌه اظشاء ِماسٔح ت ٓ١إٌثز اٌرؼش٠ف١ح
اٌؼشت١ح ٚاالٔىٍ١ض٠حٌ .مذ ذٕاٚي اٌثؽس إٌثز اٌرؼش٠ف١ح ِٓ ٚظٙح ٔظش استؼح ػٌٍ َٛغ٠ٛح :ػٍُ اٌظٛخ ,ػٍُ إٌؽ,ٛ
ػٍُ اٌذالٌح ٚاخ١شا ذؽٍ ً١اٌخطابٚ .اخ١شا ذٛطً اٌثؽس اٌ ٝاالعرٕراظاخ اٌراٌ١ح :ذؼذ إٌثز اٌرؼش٠ف١ح ٔظٛص
اػالٔ١ح الٔٙا ذٍعؤ إٌ ٝاعرخذاَ اٌٛعائً االلٕاػ١ح ,ذٕفشد إٌثز اٌرؼش٠ف١ح تثؼغ اٌخظائض اٌٍغ٠ٛح اٌر ٟذّ١ض٘ا ػٓ
إٌظٛص االػالٔ١ح االخش ٜواعرخذاِٙا تشىً سئ١ظ ٌظ١غ اٌرفؼٚ ً١اعرخذاِٙا ٌٍعًّ اٌطٍ٠ٛح ٚاٌّؼمذج تذال ِٓ
اٌعًّ اٌثغ١طح اٌمظ١شج ٚاخ١شا ذشرشن إٌثز اٌرؼش٠ف١ح اٌؼشت١ح ٚاالٔىٍ١ض٠ح ف ٟاعرخذاِٙا ٌٕفظ االعاٌ١ة اٌٍغ٠ٛح
ٌالػالْ.
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